The automobile sector is also one of those sectors which play a significant role in growth of the economy. Today, growth of any industry is completely depended upon the service provided to their customers to fulfill their needs. Globalization has caused growth in the economy with the help of various business sectors. Consumer loyalty assumes an essential job as it manages clients and their needs. Today showcase is more clients in order and considered as the ruler by comprehension and investigating their desires and observations and afterward giving them best administration quality before deal and above all after deals. This research paper will offer all the necessary information and guidelines to become a flourishing entrepreneur of automobile service sectors.
Introduction
The automobile service sector is vibrant in nature. Service centre provides more competitive advantage where new services are continually being launched to satisfy the customer's needs. Service quality is the quality of services provided by the service centres. When a customer purchases a vehicle, they expect better quality of service in terms of performance, mileage, appearance, etc. Customer satisfaction is the customer's evaluation of a product or service has met their needs and prospect. The customers compare perceived service with expected service and accordingly decide whether continue to trust their services and brand loyalty. The increments and decrements in the number of customer are depended upon how much the customer is satisfied with the performance of service centres.
In automobile service sector, to become an entrepreneur is imperative to comprehend the client and keep them happy by giving best quality administration this will help in drawing in more clients and picking up fame.
Literature Review
Service quality has been defined differently by different people. We have accepted the definition by Parasuraman et al., (1988, p.5) , which defines service quality as the discrepancy between a customers' expectation of a service and the customers' perception of the service offering. Measuring service quality has been one of the most recurrent topics in management literature, Parasuraman et al., (1988) , Cronin et al., (1992) . This is because of the need to grow valid instruments for the systematic evaluation of firms' performance from the customer point of view; and the association between perceived service quality and other key organizational outcomes. Parasuraman et al., 1988 , developed a conceptual model of service quality where they identified five gaps that could impact the customer's evaluation of service quality. These gaps were: Gap 1: Customer expectation -management perception gap:
Service firms may not always understand what features a service must have in order to meet customer needs and what levels of performance on those features are needed to bring deliver high quality service. This results to affecting the way customers evaluate service quality.
Gap 2: Management perception -service quality specification gap:
This gap arises when the company identifies what the customers want but the means to deliver to expectation does not exist. These could affect service quality perception of the customer.
Gap 3: Service quality specifications -service delivery gap:
Companies could have guidelines for performing service well and treating customers correctly, but these do not mean high service quality performance is assured. This affects the delivery of service which has an impact on the way customers perceive service quality.
Gap 4: Service delivery -external communications gap:
Companies can neglect to inform customers of special efforts to assure quality that are not visible to them and this could influence service quality perceptions by customers.
Gap 5: Expected Service -perceived service gap:
From their study, it showed that the key to ensuring good service quality is meeting or exceeding what customers expect from the service and that judgment of high and low service quality depend on how customers perceive the actual performance in the context of what they expected.
" Parasuraman et al. (1988) identified 97 attributes which were found to have an impact on service quality. These 97 attributes were the criteria that are important in assessing customer's expectations and perceptions on delivered service". These attributes were categorized into ten dimensions and later subjected the proposed 97 item instruments for assessing service quality through two stages in order to purify the instruments and select those with significant influences (Parasuraman et al., 1988 ).
The first purification stage came up with ten dimensions for assessing service quality which were; tangibles, reliability, responsiveness, communication, credibility, security, competence,
IMR (Indira Management Review)
Volume XIII, July 2019 courtesy, understanding, knowing, customers, and 21 access. They went into the second purification stage and in this stage, they concentrated on condensing scale dimensionality and reliability.
They further reduced the ten dimensions to five which were:
1. Tangibility: physical facilities, equipment, and appearance of personnel.
2. Reliability: ability to perform the promised service dependably and accurately.
3. Responsiveness: willingness to help customers and provide prompt service.
4. Assurance: knowledge and courtesy of employees and their ability to inspire trust and confidence.
5. Empathy: caring individualized attention the firm provides to its customers.
Research Objective
The objective of the research is to provide current service quality level of an automobile service centres and giving an overall idea about how the quality of service station should be when the entrepreneur is stepping foot in automobile service centres.
We tried to focus on two-fold objectives first to find which servqual parameters is mainly focused by automobile service centres. Second to suggest how the service centres should do to overcome customers dissatisfaction.
Research Methodology
i. Research Type: Descriptive Type with Qualitative and Quantitative Approach.
ii. Data Collection Methods:
• Primary Data -The primary data was collected by doing survey in two-wheeler and four-wheeler authorized automobile service centres and by collecting their Customer Feed backforms.
• Secondary Data -From Internet, Different books of research methodology and information of service quality.
• Sampling:
• Type of Sampling -Convenient sampling.
• Sample area -Pune and PCMC.
• Sample size -2-Wheeler authorised service centres -20 4-Wheeler authorised service centres -20
Data Analysis
Data analysis is done by identifying the service quality parameters used in the customer feedback forms provided by authorised automobile service centres. From bar chart number 2, 2-Wheeler Authorized service centre has given ample importance to service parameter Empathy and second importance is given to parameters of Assurance. Reliability is given moderate importance then Responsiveness. Tangibles are not given significant importance.
Findings
i. For four-Wheeler Authorized Automobile Service Centre: According to Bar chart no 1 Empathy is given first importance and second importance is given to parameters Tangibles and Reliability whereas Assurance and Responsiveness is very less preferred.
ii. For two-Wheeler Authorized Automobile Service Centres: According to Bar chart no 2, Empathy is given first importance and second importance is given to parameters of Assurance, Reliability is given moderate importance then Responsiveness. Tangibles are not given significant importance.
Suggestions
i. In the automobile service sector should have full knowledge regarding automobile servicing and the most fundamental task is to understand all the service quality parameters that are Empathy, Responsiveness, Tangibles, Assurance and Reliability.
ii. Start your business in the local area where customers can reach you easily. Your future customer is depended upon the present performance. So be reliable i.e. do service as promised precisely and dependably.
iii. Recognize and think about the end to end customer experience. This will help all the key stakeholders in your service station to deepen their understanding of customer behaviour, actions and feelings. Document the problems to conquer future problems. Make use of latest technologies to keep in contact with the customers. Be humble and polite with the customers. Make use of most recent technologies which is time saving in service stations. This will definitely give you satisfied customers.
Conclusion
The main aim of the study research is to provide current service quality level of an automobile service centres and giving in general idea about how the quality of service station should be when the entrepreneur is stepping foot in automobile service centres.
Findings show that among all the parameters of service quality, Service centres main focus is on Parameters like Empathy, Tangibles and Reliability parameters are mostly considered in service stations but while starting a new business it is necessary to consider all the parameters for keeping their customers satisfied and for the growth of their enterprise.
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II. Appendix:
Collected Customer Feedback Forms:
